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gan is on the edge of something gre_a}t.

A whole new world is about 1 upen up 10 vou,

A world of choices vou've never had before.

Choices in your local phone service. Choices that

could bring you better prices. better service and
innovative products. But it all hinges on one thing:

there must be fair competition in local pbone service.
Only then can vou enjoy all the benefits of choice,

Right now. decisions are being made in Lunsing that will
determine swhat's tair competition and when the
people of Michigan will be able o reap the benchits,

We're working hard to make sure it's sooner rather than
later. Because at ATST, we believe that vou should be
able to choose your local phone service us easily as vou
can choose your long distance phone company.

If you want to know more about what's
at stake. call 1 800 806-5742.

.

Yow've got a lot on the line here.
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You want it all within your reach?
You got it.

You want to be able to communicate with anyone, anywhere, af any time.
At home or at the office. You want the whole world at your fingertips.
‘Easy and secure access to the Intemet, on-line transactions,
wireless communications and entertainment beamed right into your home.

You distance phone service.
And one bull.
You want more choices serving you around the comer and around the world.
And atrractive prices.

Not to meation superior custorner service at all times.

ATl

© 1996 ATAT
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Upper Peninsula %
| small buaneﬁ&s, ot
OYM take us for all ‘o

Give us your old (non-ATST) phone

system and TAKE a generous trade-in
allowance on a new ATST Small Business

Phone System. TAIKE ATAT Credit's

‘ apedallauoﬂ'ermthnopaymwfor

6 months® TAKE advanced fearures
and capabilities. TAKE 2 'free phone <

system analysis. TAIKE 24-hour service. '

TAKE Atar qualﬁY reliabm!'l and
sute-of-the-art technology. TAKE italt '

But first TAIE yourself to the phone and o ”
give us a call before july 31,1996 . Oive me the inforsetion | need 10 20w on an
, , KR Smell Busibem Phons Sysen.
' I
Lussent Yechnelogles PR
R e Lo0 inapnations - -
S V-1 §
Upper Pepinsula — (2 amam
1-800-247-7000 "~ -
Ay & - Ty
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! 706 Chigpewn Sq., Masquewn, M 45855
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Hi. Let me
SJ'OW you

/
» around.
FZ 2round

Ira, MI 48023-1906

Dear Michael J Kuzmingki,

I‘m glad you've shown interest in AT&T True Reach Savings™, the sasiest way
for you to save on every type of ATAT call you make in the U.S.¢

ATKT is the first company to offer yoﬁ savings on every type 0f call you
make on your AT&T phone bill, That includes AT&T Calling Card calls, local
toldl calls**, %00 directory assistance c¢alls, and collect calls you accept

on the AT&T network. YOu Can even save on your cellular AT&T long distance
calls. )

In fa¢t, with ATEAT True Reach, you'll alvaya get great Savings no mattar
what type of AT&T cal)l you make. - You'll pave 25% off your monthly demestic
bill when you spend $2%, and 10& vhen you spend juat $10. Best of all,
anrclling in True Reach is absolutely PFREX!

ATAT True Reach is the most comprehensive savings program you'll ever use.
You ¢can be aasured that as your calling needs may change, AT&T True Reaach
will provide you with great savinga on all your ¢alls.

If you‘d like to enroll, or have any more Qqueastions, please do not hesitate

to call up anytize at 1 800 222-0)00, ext. 11791,
We’re always happy to help, .
Sincerely,

&My}/

Texxy redorczyk .
Marketing Manager

¢ ATAT Tvee Rossh Soving”™ dlionuss is off ATET basio muidunial reon. Sabjans v Slling sveliohlity. Qualifytng sulh md euils alightie for 2 diasnunt &0 90t
inshuds evafamoe sulks and ATAT Calling Cars onlls St 200 b Uit w0 W Comanaar's Male Biod Accews, oty $00 Sarvites, sulls dilled & & lota) anshangs
ommpsty soling eund, marien enfl, OTE Airfosr sud Rafifens aalls sod gy, Musi bs @ ATOT renidonial sulesiber v senaive g disssmn.

* * ATAT s o0t yot suthasined & csmpions Jaowl il sl in DC et UT,
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But wait, there’s more...

ATRT TrueVoice* offers all clarity thar's so tue to life,
you'll fee! like the people you Gl ong distance are next
door, net miles away. Best of all, i's coming (o you free,
and only from ATAT. Hear & for yourself,

Call 1800 BE CLOSE™ (232-5673) for & free demonamation.

ATAT TraeCholee™ Calling Card makes calling away from
home essier dun ever. For une thing, you'll never forget
your calling card number bacsiise it 1n be any number
or any mame you choose. It can be a nickname, a bisthdsy,
cven yout favorke dessert. .as long as ic's a combination
of 7 to 9 Jewters or numbers. Best of all, genting the Card
is free,

1 800 CALLATT™ is what (0 dial on the roed, from

jum about every phane in the county, for almost every
type of call. That includes collect and Galling cand calls.

You'll alwuys get through, never get overcharged, and
it's the lowest priced way to make s collect callt

Call ws when you nced us.
Thousands of dependable AT&T Operators and ATAT
Customer Service Representatives are on all around the
dock 10 asist you with your long disance needs — for
cverything from collect calls (o credit for miadialed calls.
« For Customer Service, dial 1 800 2220800,
* For progt Directory Anslstauce,

dial 1 + Ares Code + 555-1212

« For crwidit for misdiniad calls, nag distence re

se W e < a

I W

;
]
¥,

* To place parson-20-perscn calls or collect calls, and
Sor tird-asmber billing when disliog from homs,
hdﬂo*ﬁn&vhm

0 193 ST . e

- GA—— @ g e
.

Inforsastioo, or Spemish lagungs ssbstance, disl 00.
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Moving!

You can pack up your bendfits and take them with you
when you move — without interruption of service, Jum
call us af } 800 2220300 several weeks before you move,
or sign up for ATAT Long Disance through your local
phons company. If you'rs an ATKT True Rewardy™
cumomer, you will recsive 100 bonus poind just for
pving Vs your new address,

‘When will your service be connected?

If you're nct sure whether you've been swiched 1o
ATNT yer, call a0l free 1 700 5554141 from the phone
you Want © verlfy. If a voice thanks you for choasing
&I, you're conneasd. Uf not, you will be soon. Until
then, you can access ATRT Long Dimance by dialing

10 ¢ ATY ¢ 1 (10 « 288 + 1) and then the area code and
the number you are calling,

You can have the last word.

- Now that yoy've chosen ATKT, you may find calls from
other long distance companies 4 inconvenience. if 90,
you can do something t0 gop futwe calis. The next time
sanather long distance coempany calls, siply tell them o
remove your naoe from their calling List. As a consume,
you're protected from future sales calls from any cormpany
once you've told them you want to be taken off their list.

% TOTAL PRGE.GB8B x*x
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:;i!k CARMINGTOM FARMINGTON HIL €
I {HAMBER OF COMMERCE

January, 1996

May The New Year Be Your Most Prosperous

Join Us N v .Jmmav:v 18 . Membership luncheon. Speaker Jim Bills, VP & economist,
7~ ‘Comerica Bank. 11:30 a.m., Holiday Inn,

o _ January 25 « Mixer at the Farmington luncheon. Spesker State Rep. Jan
Dolan, 11:30 a.m.

" February 20 - County wide mixer, 4:00 p.m., Southfield.

February 27 + Table Topper Show and Taste of Farmington. 5:00 - 8:00
p-m., Michigan National Bank.

New Leaders L Effective January 1, the Chamber’s new officers are: .
0\0\ + Chairman - Steve Maltzman, Morof, Sheplow, Weinstein, P.L.C.
+ " A \ : + Vice Chairman - Jim Stark, Northwest Gazette
. Q“ HF « Treasurer - Ray Davis, Exccutive Printing Services
v Special thanks to Nurten Ural, Ural Interiors, outgoing Chairperson who
% has led the Chamber throughout 1995 with style and grace and to Steve

Maltzman, 1995 Vice Chairman and Paula Masterka, Huntington Bank, 1995
Treasurer. Thanks for the many hours of dedication and work.

Schools The Farmington School District has formed a Blue Ribbon Financial Strate-
gies Committee to look at maintaining financial stability. Members include
staff, students, community and business people. You should be interested in
the recommendations due in November 1996 . . . it's your tax dollars

AT&T Profit By Association

Farmington/Farmington Hills chamber members
save an additional 5% on AT&T:

W Long distance

M 800 service ‘
B 1+ (810) Intra lata calls %M&T
it's here!
AT&T Business Network
AT&T Celluiar and Paging
AT&T Prepaid Calling Cards

For more Information call Sue Balowski (810) 262-6907

wok TOTAL PARGE.@Z %k
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Keep dialing fbr guaranteed savings.

Southesst Michigen has sterted the smart
habitof dialing 10-ATT + 1 + the area
code aad the number vhen msking
local 1ol calis from horne within the 313 and
£10 arens shaded an the map. inteczone calls
do not apply, but other.calls outside your
local calling area do - like from Detroit o
Flint, oc from Moavroe 1o Southfleid. if you
hasan triad dialing 10-KTT for your local toll
cails, now’s the time to start because you'll
save 4 puarsntend 0%°

That's 10-ATT + 1 + the area code
and the anmber.

Mythatsimple Guaraneed savings any
(> time of day. There's
no need 10 Sign up

P e o b e yae o L) A

i wiibs gnwe . & oo wh y 90

{rammave v 3 rnaw
B

R=95%
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*Service available on or after January 1. 1996
+ Cenain exclusions appiy. ATAT True USA Savings offers a discount off ATRT basic residential rates. AT&T's basic residential rates apply in any month in which von spend less than

$10 in qualifying AT&T calls. Each month. your savings can increase with the amount vou spend in ATT qualifying calls: Spend §10 10 524.99 and save 10%; spend $25 10 $74.99
and save 20%: spend $75 or more and save 30%. Available in most areas. You must be a residential long distance subscriber to ATST to panicipate in ATRT True USA Savings

Your True Choice

1BGR3 @ Printed on recycled paper.  © 1995 ATST. All Rights Reserved
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|
guaranteed savings.
Kngbthesmartwaytomn% |

+lethearen

snd the sumber when making local ol
calls (calls ousside your fse local calling
sren) from harme within the 616 ases shaded
oa twmap. Like from Grand Rapids to Battls
Casak, or from Holland 0 Traverse CBY. ifyou
hewn'ttried disling 10-ATT for your local
wall calls, now's the ticee © start becanee
you'l seve & guarzomed Y0X or moce.*

‘ Thats 0-ATT

+1+6600d
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New team wins in “Name Game”

rand Rapids' new intema-
ional Hockey League fran-
chisa finally has a team name

Florida Panthers.

and a l0go. So now, Waest Good Logo is Key
Michigan Hockey, inc. can “We've spent 2 great deal of ime
procsad to mora pressing | and enargy

matters, such as putting the finishing

attie Mariners and more recentythe . The Griffins will open play this fal
NBA Toronto Raptors and NHL ' in Grand Rapids' new downtown -
| arena. The arena, located south of

i Fulton Avenue in downtown Grand
Rapids, will seat approximately
deveioping what we be- 11,000 for hockey and is scheduled
lleve will become one cfthe mostap- = to be compieted In tims for the up-

touches cn its management tsam, | pealing marks in professional Sports,” * coming season.

buikling a roster, and marketng

21 (HL Franchises

tickets and merchandise. The Griffing join the new yet-un-
Over 3000 Entries named Quebec City fran-
“Griffins” was sslected from

over 3,000 entries submitied
by area sports fans during a
contest conducted during the
summer months. Eight local
fans chose the name, which
depicts a Greek mythological
creature with the head and
wings of an eagie and the
body of a lion. In
Greek mythology,
the gnttin was
g:d guardian ot
Brave, Nobie
“The animal
reprasents brav-
ery, nobility,
strangth, ang
swiftness—
charactanstics
synonymous
with athietic
teams.,” says
D avid
VanAndel,
chairman of
Weset Michigan
Hockay Ine.
The ilogo
was designed by the New York firm
Sean Michael Edwards Design, inc.,
which specializes in gthletic |
SME has designed logoe for the Se-

GR AN RAPINS

R % 2N

says Daniel G. DeVos, president and
of West Michigan Hockey Inc.

our inaugural season.’

|
' with
“We're now ready to preparation for i 0lid business

ahqinmrap-
i row-
l:: gu-u...
which will
now have
21 fran-
chisee. Quebec
has been without a
professional hockey
team since the NHL
Nordiques reiocated to
Denver prior 1 the cur-

Owis disbanded in
1980, comoares faver-
ably with other iHL
markets. it is the 45th
largest market in terms
of metropolitan area
population in the U.S.
with nearly 1 million
ragdents,

Naturaily, |HL com.
missioner Uter is
excited about the new
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Ones the Griffing taias the ice in Grand Rapida' new 11,000-ssat arena, the (HL wil
hav.mracm“"l :MWW“W(MWW)KAW
ang ne .

1 is Gificuit 1o Cvarstate the recent succass of the IHL The number of eamg has
nearly doubled since the 1967-38 season. And average anandance has nsen from 2,942
per COtast 10 8.261 during the pamt 10 seasona. The IML truty offers hockey exciternent
rom coms! 10 coast. and now Grand Rapids boasts one of ity finest franchises. B

L L

Xofes 00 T The employees of AT&T join all West Michigan
= ———— hockey fans in wishing the very best to our own [HL
° Clvvstare LOnSwraein A
R Grand Rapids Griffns
' s G Qe 78060 It’s exciting 1o see West Michigan grow in size,
o facilitles, and eraericironent opportunities, With the

of new arena in downtown Grand Rapids,
the dropping of the puck ar center ice next October,
will give us all occasion ro celebrate another milesione
in our city rich and colorful history.
Meenwhile, AT&T also pians to piay an importan:
role in the growth of this area. From quality long-
distance service to the latest technology applied o

home and business telephone
sysvems, we will be working .m
hard to win your business.
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Whether calling across town'
or across the country, your
card calls always get through,
if you KEnow The Code™
| Your True Choice

SR |
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TELECOMMUNICATIONS

READY, SET, ,
DEVOUR?

AT&T wants to grab a third of the regional-calling market in a few years !

t's the teleéo_meoﬂd's verﬁion of a | vices. Jaer isn't discussing how it will \ ‘ |

war coun very week or so, | price service or its bundling plans. '

about 15 AT&T executives meet at [ But says Shaun P. Gilmore, AT&T's | m‘“G O“T THE BAT“'E PLAN

the company’s Basking Ridge (N.J.) | Northeast states president: “The
headquarters to discuss the latest ma- | local-services part of a
neuvers by the company and its oppo- | of services could be discount-
nents in the battle for a $90 billion | ed.” In other words, AT&T can
prize—local calling, The team, which | use profits from long-distance
has dubbed itself “Mission Control,” was | or satellite TV to pay for loeal
formed almost two years ago, but the | discounts.
members shifted into high gear in Feb- But first atar must have
ruary. That’s when the Telecommunica- | local service to offer. To
tions Act of 1996 became law and local | come up with a produect,
T calling markets were thrown open to | aT&T is developing a com-

T competition. plex strategy of reselling,

i Now, Mission Control is hopping. | partnering, and building its
N Headed by President Alex J. Mandl, | own facilities~both wired
. L the team has laid plans for aTar to get | and wireless connections °
O into local calling in every state by the | to homes and businesses,
A end of 1997, with trials starting in five | At the start, the mix will
states on Sept. 1. aTaT Chairman Rob-
ert E. Allen spelled out his ambitions in
the new market in a speech to investars
on June 11: “We plan to take at least a
third of the local market within a few
years,” he declared. Mandl says that
AT&T not only will hit Allen’s target but
will also break even on local service in
two to three years. '
MISSION “SMPLAUSIBLE" Industry ans-
lysts aren't so sure. The only immedi-
ate path to local calling is to buy ser-
vice from a regional phone company
- and resell it. That makes it unprof-
_ . itable to offer deep discounts, the eas-

- fest way to grab customers from the

. entrenched former monopolies. “The

depend on state and federal

economics of local resale simply can't i Mlinols, i CALIFORNIA
yield such large market share guins,” | Cannecticut, where local trials begin on PACIFIC TELESIS
says Scott Cleland, an analyst with the | Sept. 1. OF CALLS 7% residentia tiscout
Washington Research Group, who AT&T will enter the  19% business discount
] terms Allen’s goal “implaunsiblie.” local calling market !
= There is one simple solution: sell by reselling service it SE« residential discount
. local service as a loss leader Like buys from the region- 17% business discount
other phone companies in the dereg-

ulated market, aT&T plans to com-
- pete by offering a bundle of telecom !
G o services—local, long-distance, and cel-
DU lular calling, plus data and video ser-

al phone companies.  coLoRADO

So far; state regula- g% residential discount
tors have settled on 6% pusiness discount
the following whole- - conmgccyT

sale discounds to b8 54%; residential premium
offered to resellers:  (3pove the retail rate)

= BUGGING THE BELLS: AT&T
she discounts will pressure local carriers

' Take a shortcut t0 savings-

cea mirinese WESK C Y R 1006 ‘ s o et 0 0 B o s B 7

e e de v
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Sunday, 29-Dec-96 16:56:32 EST )

ATAT SERVICES]) -

FOR YOUR ROME] -

FOR "OUR, .
SUSINERS

ON THE NET) -

HELP ) -
WRITETO US ] -

nome ) -

Terms and conditions.

FOR YOUR BUSINESS

Look in For Your Business for time-
and money-saving solutions. From
at-home businesses to global
corporations, we can help make your
company more productive.

FOR YOUR HOME

AT&T has services For Your Home
to keep you and your family in
touch. Toll-free numbers, follow-me
numbers, collect calling, wireless,
ISDN and lots more.

Copyright © 1996 AT&T. All rights reserved.

ON THE NET :
Are you doing business On The Net
or surfing for fun? Look here for
everything from Internet access to
Net savvy AT&T PocketNet™
phones.

WORLD OF SERVICES
Consumers are discovering a World
of Services: wireless, long distance,
home entertainment, online and
all-in-one credit cards. AT&T brings
all your connections together.

[ For Your Home | For Your Business | On the Net | Help | Write to Us | AT&T Home Page ]




Mission Control is also working on
another problem: Finding the right com-
bination of products and pricing to per-
suade consumers to spend their com-
munications dollars with areT. More
than the $12 or so a month that con-
sumers spend on local calling, aTer
wants to grab a big chunk of the $100
to $200 a month they spend on elec-
tronic communications: local and long-
distance calling, cable Tv, online ser-
vices, paging, and wireless.

So the folks in Basking Ridge are
poring over reams of data on the buying
habits of their 80 million residential cus-
tomers. AT&T figures it can use the in-
formation collected from its long-dis-

'WHEN ATST REQUESTS FOR
STARTED RESALE MEDIATION
NEGOTIATIONS

1S
. discount
fiscount

' discount .'
Jiscoumt

discornt
dist
uT '
it premium
:il rate)

448% business discount

tial discount

B WA B

a
H

'..‘ )

NEW YORK 1
{czoncia 17% residential discount

20% residential discount  11% business discount
17% business discount ~ TENMNESSEE™
LLINOIS* 25% business & residen-
2% business & tial discount
Residential discount TEXAS 5% business &
LCUISIANA™ residential discount
10°% business & residen-  +pypiic Utility Commission
tial discount (PUC) hearing examiner

propesed order

**interim rate

"70 Business & residen-  1pyC statt recommendation

DATA: ATRT

tance and wireless
calling bills, Univer-
sal Card records,
and online services
to come up with
prices, products, ser-
vice offerings, and
advertising schemes
targeted at narrow
market segments.
Customers who use
wireless phones to
keep track of the
kids might be tar-
gets for pagers. k.
Busy travelers might be offered special
diseounts on credit-card calling. “We will
tailor our training, billing, marketing,
everything, according to demographic
and geographic pat-
terns,” says Joseph P.
Nacchio, executive
vice-president of
AT&T's Consumer &
Small Business Div.
Most of all, aTsr
will be selling its
brand—which  the
company keeps be-
fore the public with a
A $700 million annual ad
¥ budget. Executives love to
a trot out the fact that most
BN surveys show that 30% to 40%
BN of all consumers already be-
% lieve they get their local-call-
ing service from ArT&T, even
though the company has been
out of that business since the
breakup of the Bell system in
1984. “Clearly, ater will be our
biggest competitor,” says Solomon
D. Trujillo, President of U S West
Communications. “It's the largest com-
pany around, one of the largest compa-
nies in the world.”
_ “SHAME ON US.” On the other hand,
e AT&T can't afford missteps that
f% would tarnish its name. It learned
P that lesson when it started selling
its WorldNet Internet service in
March. AT&T couldn’t keep up with
the huge demand for sign-up disks,
and customers who subseribed found
that there were service outages and
constant busy signals on help lines. ATar
is now refocusing its online efforts mare
narrowly on consumer service (page
120). “Shame on us,” says Mandl. “We
learned that customers do expect very
high quality, and we also need to be re-
alistic about how strong a drawing card
the brand is.” Because of the Internet
blunder, Mandl says AT&T has redoubled
its efforts to ensure that its local-service
offering is ready to handle huge vol-
umes from the start.
AT&T's enormous size is a plus in oth-
er ways. With some $47 billion in annu-

al revenues—2%
. times the size of the
biggest Bell—aTar
can offer deals the
competition will be
hard-pressed  to
match. For a pre-
view, look at what
AT&T is doing in the
handful of states
where it has already
entered the compe-
tition for in-state
toll calls. The com-
pany is offering

three months of

MANDL free, unlimited in-
He says AT&T  state toll calls to Ok
will break even léois r:tsiidetl,tt& tlIln
3 onnecticu e
9nlocalsemce deal is 5¢ a minute
intwotothree on all in-state toll
years. But suc-  calls for a year. aTar
cess depends customers in 13
on the local states ﬁm also gst
3 special deals on the

service deals it equipment and pro-
strikes with the gramming provided
Baby Bells by Directv, the

Hughes Electronics
Corp. satellite-Tv service. Then there's
that Internet offer that drew such a
big response—unlimited access for aT&T
customers for $19.95 a month, or five
free hours a month for one year.

For all its big plans, though, AT&T is
still at the mercy of the local phone
companies. The kind of discount deals it
can strike with them for buying local
service will be the key to how quickly
AT&T can gain market share and
whether it can meet Mandl’s profit tar-
get. The Telecom Act says that the
Baby Bells, 6T Corp., and other local
carriers must offer their service to po-
tential competitors at the retail rate mi-
nus “avoidable costs”—the money they
save in marketing, billing, and the like
by not handling customers directly.

No surprise, there's a wide gulf be-
tween how the local carriers, their whole-
sale customers, and the state
ulcu]atethoseeostsf.USWest,C:i::;;-

le, proposed a formula in o
ﬁ acg::ﬂy puts_the wholesale price
higher than the retail rate, arguing that
its local consumer rates now are heavily
subsidized. Connecticut regulators came
up with a similar interim formula. Most
state public service commissions have
been more generous— Tennessee and
Ilincis regulators are recommending 26%
and 22% discounts, respectively.

AT&T has one edge in these resale
battles—experience. John D. Zeglis, gen-
eral counsel of AT&T, represented the
company in its efforts to keep MC1 Com-
munications Corp. out of long distance
back in the 1970s. “I was on the other
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side, resisting every effort to intercon-
nect to our network,” he says. “I have
the warld’s record for losing those same
arguments from '68 on.” Zeglis figures
the company will end up in arbitration
in all 50 states, and based on his own
hckofsumssmtharbm-atorsbukm
AT&T's monopoly days, he's confident that
the Bells will lose every time. For their
part, Bell executives routinely accuse
ATeT of dragging out the negotiations in
order to score points with regulators.
Thelong-dista.neegmntsaystheloml
phone companies aren’t budging from
unacceptable discount offers. “Owr job is
to create an environment that's con-
dncxvetocompehﬁon—-nottosubszdue
competitor,” snaps Ameritech Carp.
Chm'manRxchardC Notebeart.
ALL IN ONE Long term, AT&T says it
would just as soon control its own local
networks. The cost of building is stag-
gering. Constructing “local loops” in the
top 50 markets could cost upwards of $5
billion, industry analysts estimate. aT&T
does pian to build facilities in the largest
markets and has already started in Los
Angeles, Chicago, and New York For

- the rest of the country, “we want to use

other people’s assets and capital every-
where we can,” says Harry S. Bennett,
vice-president of aTeT’s Local Services
Div. Bennett says aTaT will partner with
cable operators, competitive access
providers (Caps) that serve businesses
with private lines, and even electric util-
ities. It already has contracted with five
CAPs that serve T0 cities.

The other local play is wireless. aTeT
spent $12 billion two years ago to buy
McCaw, the nation’s largest wireless
calling operator. It is converting that
network from analog to digital and is
building a nationwide wireless network
based on all-digital personal communi-
cations services (pcs) technology. By
late 1997 or early 1998, says Bennett,
80% of the country will be covered by
an all-digital AT4T Wireless network. At
that point it might be viable to offer
wireless as a local-service alternative,

Ultimately, AreT wants to offer any
and all of these options. It can’t afford
not to. The Baby Bells are all gearing
up to enter long distance—and other
services including cable Tv—and aT&T
figures the best way to hang on to its
existing customers is to sell them a lot
mare. “All of our market research shows
that the customer prefers to have local
and long distance treated as one,” says
MandlL Expect a lot of late nights for
the Mission Control team if they want
AT&T to be the one.

By Catherine Arnst in Basking
Ridge, N.J., with bureau reports
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AT&T’S NEW BOUNDARIES
- INCYBERSPAGE

e Ar&'r exec\mves trying to
push into local calling have one
thing to be happy about. As

';:f'tqugh as their job is, it’s unlikely
.'?:- ever to be as frustrating as the com-

.- pany’s efforts in cyberspace.
F AT&T has spent millions to
*. Jaunch—and then kill—several online

& . intitiatives. Like many companies, it

i IndustryN et’
boss will
fold AT&Ts
- New Media
Semces intoa
""new company
> that will build

- “the home page
;. for business”

a.nd charge a premmm for them. But

., the Internet changed all that. Now,
- the company

" rowing its focus to providing Inter- -

r{_netamtoeonsumersandbum-
~ nesses—which it sees as part of basie
«- telecom service in the future. “ATaT
+ is severing its ties with everything
-, outside of its core business,” says
maErwm,anamlystmthFor-

- PARTIAL RETREAT. So on June 24,
the company took the ax to New
~. Media Services, a publishing unit
- that includes what's left of Inter-
i 'change, an online service that it
bought in 1994. The unit will be
;7 spun off to Industry.Net, the compa-
2 ny headed by former Lotus Develop-
;qmt Corp. chief Jim P. Manzi that
< runs a Web marketplace for busi-
% ness. The combined company, Nets
7 Ine., in which ATaT gets a minority
:' stake, will use content developed for
- AT&T Business Network, a Web site.
It will be, says Manz, “the home
page for business.”

..... - Is ATaT giving up? Hardly. The Net
is a critical part of its plans to be 2
“"one-stop shop for electronic communi-
mﬁons——&om E-mai] and Internet ac-

il
§

»3\ o drg ]

”evolvmztobeeome a lot more lke;

"mtahngsbapeontheNet.Jnstas

cess to cellular calling and satellite -
TV. AT&T'S primary thrust will be sign-
ing millions of customers for World- .
Net, its new Internet service. To help
its 10 million business customers get -
wired, aTeT will also provide a “host- -
ing” service called EasyCommerce, - ---
which will create and run corporate
‘Web sites. These businesses are “a
clear extension of ATar’s telephony -

operations for Nets Ine. -
Indeed, the Internet may be

the phone business. In the past year,
AT&T's revenue from 800 calls sur-
pa.ssedtha.tfmmlong—distanee -
vice, says Kolowich. The same model.

companies are willing to foot the hill:
for an 800 number to bring in busi-
ness, they are willing to pay for the
costs of Web sites and advertise-
ments to lure customers, AT&T is bet-

ungthoseSOOcustomersarenpefor
the EasyCommerce Service.
What else doesn't fit in AT&T's new
online plan? The company has al- ;.
ready scrapped Network Notes, a'j ﬂ
proprietary business network and is 2=
looking to get rid of the Imagination™;:
Network, an online gaming setup. -
Personalink, a messaging service
ing technology from General Magice i
Inc., may be phased out. And -
Kolowich says AT&T is seeking part—“"
ners to take over its consumer con- 5%

tent, too. What's left may be just the s
ticket for 2 New Age phone giant. *:'3
By Amy Cortese in New York

_d-
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Network World via Individual Inc. : Harry Bennett, vice president and
general manager of AT&T's local services AivisTom—is leading the company's
charge into battle for the local Ioop, a hugé&€ly ambitious undertaking that
spans the country and may forever change the character of the $51 billion
company. Network World Editor John Dix and Senior Washington Correspondent

David Rohde recently discussed AT&T's strategy with Bennett at the company's
headquarters in Basking Ridge, N.J.

Is your organization focusing mostly on the residential market, the
business market or is it roughly a 50-50 thing?

It's 50-50. We have resources dedicated to the business market,
dedicated to the consumer market, and then - from a regulatory and
legislative process - resources dedicated to both.

resources

Judging by what has been reported, your initial services will be based on
resale aareements with the local comvanies.



For initial market entry to the small business and residential customer,
resale is our only solution.

As you move up in the business market, we will use POTS resale, but we

also are working on Centrex resale. And we're working on what we call the 4E

e e e

conflguratlons of our large qpstomers [who have dedicated access 11nes 1nto
AT&T s 4ESS switches], add local trafflc and route it accordingly.

AT&T Chairman Robert Allen and others have talked about needing 25% to 40%
discounts from the RBOCs to profitably resell local services. Doean't that
assume the RBOCs today are making that level of profit?

What the Telecommunications Act said was the discount rate ought to be a
function of avoidable costs. If we are reselling RBOC services, the RBOCs
won't have the retail relationship with the customer, so there's an
avoidance of marketing and sales costs.

[Then,] depending upon what happens with the FCCs Aug. 8 ruling [(setting
mandatory RBOC interconnection standards], we hope to have a very
competitive offer through unbundled elements.

Meaning, longer term, you hope to roll out services based on service
elements that the RBOCs offer on an unbundled basis?

Yes. Short term, we're hoping to enter all 50 states next year with a
resale offer. As soon as we can thereafter, based on the economics of each
marketplace, we will move to a facilities-based offer. Facilities-based
might mean facilities leased from other people.

In some markets, [our facilities-based networks will be entirely composed
of] unbundled elements from the RBOCs, assuming we get a favorable ruling.

In other markets, we'll probably use some of our own switches. And we'll
also use CAPs where possible.

Our basic strategy when it comes to building [facilities] is efficiency of
capital. We're not about to misuse or abuse capital. In other words, this is
all about taking advantage of the existing assets that are there today, and
coming up with the best solution for us.

Are you building any facilities-based networks anywhere right now?

We're building in Chicago and Los Angeles right now. But when I say
‘build,' I don't necessarily mean we're physically digging up streets and
laying our own fiber. If there is a CAP there, or if the RBOC's unbundled
prices are competitive, we'll use their facilities. By the definition of the
Telecom Reform Act, that's the same as being a facilities-based carrier.

OK. But will you lay some of your own fiber in those two areas?

Yes. That is going on today. That's a very cumbersome process in terms of
right of ways; you have to deal with every local community.



Where will you concentrate your facilities-based efforts?

We're looking at what some people call the NFL cities. We'll look at the
requirements then build a ring structure for those cities, depending upon
the traffic volumes and other requirements.

‘Why would it be more effective to install your own infrastructure in one
market vs. another?

It's a function of the number of CAPs in the market. It's a function of
the unbundled elements. Even though we expect the FCC to set some pretty

rigid rules, it's really going to turn out to be a state-by-state
implementation.

How many switches, if any, do you have today capable of carrying local
traffic?

We don't have any switches capable today. We are working on having

switches up in, I'd say about five or six major locations, hopefully this
year.

When you enter negotiations with local carriers, do you typically deal
with entire regions or individual states?

Most of the issues we're trying to deal with at the regional level. But
then when you get to cost structure and actual discounts per state and all

that, it reverts to the state. And, of course, the decision-making body is
the state commission.

Do you think RBOC interconnection agreements will be reached before the
statutory limit of 135 days, or do you expect them to go before arbitration?

I think major issues will go before arbitration. Day 135 for most of those
negotiations is about the middle of this month. So we're starting to get a

feel for which issues will go to arbitration. But I think a number of issues
will go to arbitration.

Such as?

Discount rate, maybe some of the interconnection standards, use of

directory assistance, operator service platforms, a number of unbundled
elements, those types of things.

Do you believe that there are some RBOCs where the negotiations won't end
up in arbitration?

...I think there will be arbitration in every RBOC. What we don't know yet is
the extent of those arbitration cases.

After arbitration, appeals lead to the federal district court. Do you
expect some of those to go to litigation?

Yes.



How long will it take before you can reach interconnection agreements
you're happy with?

We will have all the elements lined up by the end of the year. And then in
some cases, we'll have service available, depending upon how many of the
elements we wexre able to get squared away face-to-face.

For example, if the only element that we didn't get squared away was
wholesale discount, I can still go build and do my systems and

infrastructure, and passing of orders. Then it's just a matter of filling in
the rate fields on the actual costs and prices.

On the other hand, if we don't have any interconnection standards and we
haven't agreed how to route operator services traffic, and all of those,
then that requires a fair amount of work.

The interconnection agreement that MFS [Communications Company, Inc.] made
with Ameritech [Corp.] seems to have some elements AT&T would not
necessarily agree to, such as lower levels of discounts for resale and
interim number portability. It seems there's a divergence of opinion between
AT&T and competitors that already have facilities in the ground, like MFS.

I think if you look at MCI's agreement with BellSouth [Corp.], or MFS's
agreement [with Ameritech]}, what they're trying to do is just get
interconnection agreements between existing facilities-based networks. To
us, that's just a piece of it. Most of those agreements from a number-
portability standpoint only includes call forwarding. They do not include

the true database solution. So they fall far short of what's required under
the act and what we're asking for.

And yet they have an interconnection agreement that would apparently allow
them to go to customers tomorrow.

To do some interim things, right. [But] it's not a concern because we're
working with those very same CAPs on interconnection agreements ourselves.
So we would use those existing facilities where it made sense.

How will your rates compare to the RBOC local rates?

That's to be determined. But I think we'll offer parity rates. There will

be cases where they may be more; there will be cases where they probably
will be less.

So corporate customers shouldn't expect competition to ﬁecessarily lead to
lower rates. :

I think there's a possibility that prices could fall, but research shows
business customers are interested in ease of use, convenience, single point

of contact, single bill, single interface into billing centers, and all
those kinds of things.

So if you look at adding that functicnality, it's hard then to say, ‘And
in addition, you're going to see major, major price declines.
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